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Abstract: Counterfeiting has become an economic problem as an increasing number of goods are being illegally produced.
However, there is a dearth of studies investigating counterfeiting in the Arab World. This study uses a five-point Likert
scale to examine the impact of moral beliefs, social status and perceived risk on the intention to purchase counterfeits of
luxury brands in the Arab Gulf (n = 448). Structural equation modelling was employed for data analysis. Results show that
consumers’ unethical beliefs and perceived risk have a negative, while status consumption has a positive, impact on the
intention to purchase counterfeit products. Additionally, users’ demographic measures, such as religiosity, cultural
background and socioeconomic status, do not have a significant impact on the intent to purchase counterfeit products. This
study provides a new theoretical foundation for studying the purchase of counterfeit products in a non-Western culture, and
also provides companies with a number of factors that might help in discouraging counterfeit product consumption.
Keywords: Unethical beliefs; Social status; Perceived risk; Counterfeit products.

1 Introduction
Counterfeiting dates back to AD 27, when some merchants
sold fake Romanian drinks (1). Counterfeiting has been
increasing exponentially over the years and is developing
into a significant global economic problem. It damages the
reputation of luxury brands, reduces demand for legitimate
products, causes additional costs to protect against
infringement, resulting in lower business revenues (2; 3).
Consumers purchase counterfeits of luxury brands, as they
represent value (4; 5). In other words, customers purchase
counterfeit products to obtain value and status without
paying for it (6; 7). Consumers purchase counterfeit
products due to their low socioeconomic status (8), a desire
to imitate others (9) or for social reasons (10; 11; 12). (13)
show that regardless of their financial status, consumers
purchase counterfeit products to portray an image of wealth
and of belonging to a specific social class. Although
customers are aware that some counterfeit products do not
often have the same quality as the original products, they
still decide to purchase them as they believe that this lower
quality is balanced by the lower prices, and thus perceive
them as having a “value for money” (14).
However, some consumers would not purchase
counterfeit products due to the many types of risk involved,
such as the potential shorter lifespan of the counterfeit
product, health-related dangers related to the poor quality
of the counterfeit product, and even friends and
acquaintances knowing the product is counterfeit (8). In
addition, a consumer is likely to purchase a counterfeit
*Corresponding

product, if they believe this is unethical (15).
Moreover, previous studies have reported that consumers’
demographics, such as age, religiosity and socioeconomic
status may impact purchasing counterfeit products (11; 16;
17; 6; 8).
Counterfeiting is an ever-growing problem in the
Aab Gulf (18; 19). Consumers in the Arab Gulf area place
great emphasis on social class and power, which can be
conveyed by wearing a brand image (20). Although the
majority of consumers in the Arab Gulf are able to spend a
lot of money on luxury brands, they still purchase
counterfeit products. In contrast to the majority of research
that explores factors underlying counterfeit consumption in
Western (21; 22) or Asian countries (23), more research is
needed in countries with different cultural backgrounds. As
a consequence of the concept that there is a negative
correlation between counterfeit purchase and income (24),
there has been little research carried out to examine
counterfeit consumption in wealthy countries whose
consumers can afford the prices of luxury brands (13).
The current study sheds light on less-explored
cultures with respect to the intent of purchasing counterfeit
products. Based on the theory of planned behaviour,
consumers’ internal mental states can influence their
purchasing behaviour (25; 4; 26; 27). The present study
investigates how unethical beliefs, social status, perceived
risk (performance, psychological, legal, and social risk), as
well as demographical measures, impact intention to
purchase counterfeit products of luxury brands in the Arab
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Gulf. This study identifies social status or social risks affect
counterfeit consumption in wealthy consumers. This will
contribute towards enabling brand owners and policy
makers to develop a suitable strategy for reducing
counterfeiting in the wealthy Arab Gulf.

purchase counterfeit products to increase their social status.
In developing countries in particular, many people purchase
counterfeit products to signal social status (43).
Accordingly, the current study hypothesizes that:
H2: Consumers’ social status will positively
impact the intention to purchase counterfeit products.

2 Literature
Development

2.3 Perceived risk

Review

and

Hypotheses

2.1 Unethical beliefs
Consumers’ ethics refers to the judgments,
intentions and perceptions of individuals as they relate to
consumption. Although ethical beliefs play a large role in
the purchase of counterfeit products (4; 28), ethical values
can either decrease or increase the purchase of counterfeit
products. For example, many individuals do not consider
the purchase of counterfeit products as unethical (19) and,
indeed, some purchase counterfeit products due to their
anti-big businesses beliefs (29). Individuals often attempt to
decouple their moral values from the act of purchasing
counterfeit products (30). (23) show evidence that people
often justify their desire to purchase counterfeit products
using ethical reasoning strategies, such as moral
rationalization and moral decoupling. In contrast, some
consumers will not purchase counterfeit products, arguing
that it is unethical (15). Although the purchase of a
counterfeit is sometimes not considered to be a criminal act,
individuals who buy counterfeit products feel that they are
indirectly supporting an illegal activity. This is
corroborated by several studies, showing that buying fake
items is negatively correlated with ethical values (31; 32).
Accordingly, the current study hypothesizes that:
H1: Consumers’ unethical beliefs will negatively
impact the intention to purchase counterfeit products.

2.2 Social Status
Consumers engage in consumption to construct
and express their self-identities, and differentiate
themselves from others (33). Based on self-discrepancy
theory by (34), individuals consume products in order to
minimise the gap between their actual (how they are) and
ideal (how they would like to be) self. While a product
provides functional benefit, a brand offers symbolic value.
It has been argued that many individuals focus on the
hedonic features (feelings of the products) of luxury brands,
and wear them to signal social status (35; 36; 37; 38).
Along these same lines, people purchase counterfeit
products to signal social status, but with cheaper prices
(39). (37) argue that the desire to portray belonging to a
particular social class makes people purchase counterfeit
products. In a study conducted in Pakistan, (40) found that
individuals purchase counterfeit products in order to appear
unique.
Several social factors play a role in the purchase of
counterfeit products including social approval, peer
influence and a sense of belonging (4; 41). (42) found that
consumers who have a high price consciousness tend to
© 2022 NSP
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Risk perceptions play a critical role in consumers’
decision making. According to the perceived risk theory,
most people focus on reducing the likelihood of making
mistakes instead of maximizing utility when engaging in a
risky behavior (44). There are a few studies on the
relationship between perceived risk and the purchase of
counterfeit products (45; 46; 47; 48; 49; 38). Purchasing
and wearing counterfeit products is risky (50). (51) found
that the purchase of counterfeit products is related to
general uncertainty about consequences, such as the
possibility of being caught (13; 4; 52) or not knowing the
counterfeit product’s useful lifespan, which is defined as
the duration of time for which the product can be used after
purchasing it.
(8) discussed different kinds of risk: social, legal,
physical, performance and psychological. Social risk is
related to feeling embarrassed if others find out that the
products are counterfeit, such as counterfeit clothes (13; 39;
24; 52). (53) refer to this as risk of embarrassment. They
have found that the risk of embarrassment mediates the
relationship between being materialistic and the intention to
purchase counterfeit items, especially when the counterfeit
item can be easily detected. Legal risk is related to facing
legal consequences if caught having fake products (54).
There are laws in several countries against the purchase and
use of counterfeit products (55), with the possibility of both
consumers and sellers facing legal action. Physical (health)
risk is related to physical and bodily problems caused by
wearing fake products (56). Performance risk is related to
the lifespan and durability of the counterfeit product (19).
While consumers may know that counterfeit products may
have a lower quality than original products, some minimum
requirements are needed (50). Psychological risk is related
to the feeling of guilt due to the purchase of counterfeit
items ( 57; 47; 48). Risk averseness has been found to be
negatively related to the purchase of counterfeit sports
products (58). Based on studies discussed above, this study
hypothesizes that:
H3: Performance risk will negatively impact the
intention to purchase counterfeit products.
H4: Psychological risk will negatively impact the
intention to purchase counterfeit products.
H5: Legal risk will negatively impact the intention
to purchase counterfeit products.
H6: Social risk will negatively impact the intention
to purchase counterfeit products.
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2.4
Demographics
(religiosity,
background and socioeconomic status)

cultural

Demographical variables may also impact
consumers’ intention to purchase counterfeit products. Few
studies have investigated the relationship between
religiosity and the intention to purchase counterfeit
products (59; 60). Religiosity has been found to be related
to the purchase of counterfeit products, such that more
religious individuals are less likely to purchase counterfeit
products (61; 17). Fear of God’s punishment in life and in
the hereafter causes religious consumers to maintain
morality and virtue, and avoid purchasing counterfeit
products. (16) found that in Malaysia there was a negative
relationship between consumers’ religiosity and the
purchase of counterfeit products, while (62) found no
relationship between religiosity and ethical judgments in
business. Additionally, culture has a significant impact on
consumers’ beliefs and attitudes (29), on how consumers
perceive the risks of purchasing counterfeit products (22),
and also influences personal identification with ethical
issues, how to make decisions and perception of the results
(63).
In addition, prior studies have confirmed that
socioeconomic status has an impact on the intention to
purchase counterfeit products (48). These studies found that
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consumers with low socioeconomic status are
more likely to purchase counterfeit products. (6)
highlighted that individuals with low socioeconomic status
focus more on the hedonic features of products, which
possibly explains purchasing counterfeit products (64).
While it is possible that individuals with low
socioeconomic status may be more likely to purchase
counterfeit products, other studies have reported different
results. Consumers with high socioeconomic status do also
purchase counterfeit products (65; 8; 19). For example, (8)
found that around 39% of Emiratis purchase counterfeit
products. This is quite surprising as Emirati citizens are
wealthy, and in the past it was thought that the purchase of
counterfeit products is mostly by low socioeconomic status
individuals. Accordingly, the purchase of counterfeit
products is possibly not limited to individuals with low
socioeconomic background. Based on prior studies, the
current study hypothesizes:
H7: Religiosity will negatively impact the intention
to purchase counterfeit products.
H8: Cultural background will negatively impact
the intention to purchase counterfeit products.
H9: Socioeconomic status will negatively impact
the intention to purchase counterfeit products.
All hypotheses discussed above are presented in
Figure 1.

Fig. 1: A theoretical model of factors underlying the purchase of counterfeit products.
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3 Research Methodologies
A total of 448 individuals residing in different
Arab Gulf countries completed a questionnaire, which has
44 statements measured on a five-point Likert scale,
ranging from 1 = strongly disagree to 5 = strongly agree.
Five statements measured moral beliefs, five social status,
and thirteen perceived risk (performance, psychological,
legal, and social risk).
The questionnaire, distributed using Google forms
via messages sent to the participants, comprised two
sections: the first included participants’ demographic
information, such as gender, age, qualifications, income,
religiosity, cultural background and socioeconomic status.
The second section included statements about each
construct. The scales used to measure these constructs were
sourced and adapted as follows: consumers’ unethical
beliefs were adopted from prior studies (24; 19; 31). Status
consumption was adopted from prior studies (19; 66; 67).
Additionally, perceived risk was adopted from the
following studies: (21), (19), and (57), while intention to
purchase counterfeit products was adopted from (68), and
(19).

4 Statistical Analysis and Results
4.1 Sample Description
As shown in Table 1, the number of females was
115 (25.7%), while the number of males was 333 (74.3%).
the group of individuals aged 45 years and over was 34
respondents. Additionally, the largest group was those aged
25 years and under, comprising 236 respondents. The
majority (288) indicated that they were financially stable,
112 were financially challenged, and 48 financially
comfortable. Regarding the highest level of education
completed, the majority had completed a diploma (232),
125 secondary school, and 91 a bachelor’s degree or higher.
The main occupation was classified as not employed (313),
and 135 were employed. Furthermore, 10.7% of the sample
had a monthly family income of more than $5,000 USD,
and 34.8% of the sample received less than $1000 USD.
With respect to cultural background, the majority (388)
indicated that they were native to the Arab Gulf , and 60
considered themselves as non-native. The main nationality
(258) was Qatari, and 190 were non-Qatari. Religiosity was
stated as moderately religious by 309 respondents and as
somewhat religious by 139 respondents.

4.2 Measurement Model
The statistical package SPSS, version 25.0 (IBM
Corporation, Armonk, NY, USA) and AMOS statistical
software (69) were utilized to analyze the developed model
in Figure 1. The two-stage analytical procedures by (70)
were conducted. In particular, the study first examined the
measurement model, followed by the structural model for
hypotheses testing. Missing data (less than 1 percent for
© 2022 NSP
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each item) were replaced by using the mean replacement
technique (71).
According to the most often used goodness of fit indices in
Table 2, the results show a good model fit. Recommended
thresholds are > 0.9 for goodness of fit index (GFI),
comparative fit index (CFI), and normal fit index (NFI), >
0.80 for adjusted goodness of fit index (AGFI), and < 0.08
for the root mean square error of approximation (RMSEA).
For the fitted measurement model, GFI (0.903), AGFI
(0.822), CFI (0.926), NFI (0.907), and RMSEA (0.061) are
satisfactory and close to the acceptable cutoff values. The
p-value calculated for the chi-square distribution is
significant, indicating a poor fit of the overall confirmatory
factor analysis (CFA) model, although it is unreliable for a
large sample size. All major indicators indicated that the
measurement model has an adequate fit to the data.

4.3 Validity and Reliability
Because some of the measurement constructs had
been modified according to the study context, Cronbach’s
alpha values were evaluated. The values of all six
constructs were close to or above the threshold level of 0.7
(72); thus, the measurement construct reliability was
deemed acceptable. The CFA results in Table 3 show that
all items were loaded on their assumed constructs and
factor loadings ranged from 0.65 to 0.948, averaging to
greater than 0.70 for each construct. All constructs
exceeded the recommended composite reliability (CR)
threshold of 0.5 as well as the average variance extracted
(AVE) of 0.7, as suggested by (73). Convergent validity
was, therefore, established for the measurements in this
study.
Factor scores were calculated from the fitted CFA
model. All important dimensions show significant
correlations between each other (p <0.05). Furthermore,
Table 4 shows the square root of average variances
extracted in the main diagonal, and discriminant validity
statistics in the lower triangle. It can be seen that the square
root of average variances extracted for each construct
exceeds the correlation coefficients. Therefore, the
measures in this study demonstrated good discriminant
validity.

4.4 Structural model and testing hypotheses
Prior to assessing the significance of path
coefficients, multicollinearity was assessed by examining
the variance inflation factor VIF values, which were lower
than the recommended value of 3.3 (71). All goodness of fit
criteria in Table 2 showed that the structural model has a
good fit to the data. Results of the structural model are
reported in Table 5. The results show that the consumers’
unethical beliefs (b=-.291, p<0.001), social status (b=.220
p<0.001), performance risk (b=-.141, p=0.005),
psychological risk (b=-.146, p<0.032), prosecution risk (b
=0.150, p<0.001) and social risk (b=-.302, p =0.009) were
significantly related to the intention to purchase counterfeit
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Table 1: Sample demographic characteristics
Variable description

Category

N

Age (in years)

Under 25

236 52.7%

25–34
35–44
45–54
Male
Female
Secondary
Diploma
Bachelor’s and higher
Employed
Not employed

115
63
34
115
333
125
232
91
135
313

25.7%
14.1%
7.6%
25.7%
74.3%
27.9%
51.8%
20.3%
30.1%
69.9%

Monthly income (in USD) Less than 1000
1000–1999
2000–2999
3000–4999
More than 5000
Socioeconomic
Financially challenged

156
80
95
69
48
112

34.8%
17.9%
21.2%
15.4%
10.7%
25.0%

Gender
Qualification

Occupation

Financially stable

Cultural background
Nationality
Religiosity

Percent

288 64.3%

Financially comfortable 48

10.7%

Khaleeji
Non-Khaleeji
Non-Qatari
Qatari
Somewhat religious

388
60
190
258
139

86.6%
13.4%
42.4%
57.6%
31.0%

Moderately religious

309 69.0%

Total
448 100.0%
Table 2: Goodness of fit criteria for the measurement and structural models
Statistics

Suggested

Chi-square significance
Goodness of fit index (GFI)
Adjusted goodness of fit index (AGFI)
Comparative fit index (CFI)
Normal fit index (NFI)
Root mean square residuals (RMSEA)

>0.05
>0.90
>0.80
>0.90
>0.90
<0.08

Measurement
model
0.00
0.903
0.822
0.926
0.907
0.061

Structural
model
0.00
0.958
0.885
0.934
0.986
0.052
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Table 3: Measurement model
Item
UB1
UB2
UB3
UB4
UB5
SO1
SO2
SO3
SO4
SO5
PE1
PE2
PE3
PS1
PS2
PS3
PR1
PR2
PR3
SR1
SR2
SR3
SR4
IP1
IP2
IP3
IP4

Constructs
Factor
(abbreviation) loading
0.811
Consumers’
0.878
unethical
0.886
beliefs (UB)
0.753
0.741
0.748
0.772
Social status
0.818
(SO)
0.709
0.547
0.735
Performance
0.764
risk (PE)
0.65
0.89
Psychological
0.926
risk (PS)
0.85
0.912
Prosecution
0.948
risk (PR)
0.876
0.722
Social risk
0.822
(SR)
0.667
0.656
Intention to
0.788
purchase
0.699
counterfeits
0.882
of luxury
0.854
brands (IP)

Rsquare
0.683
0.522
0.546
0.524
0.411
0.383
0.43
0.729
0.778
0.488
0.62
0.445
0.676
0.521
0.767
0.898
0.833
0.722
0.857
0.792
0.422
0.583
0.596
0.541
0.3
0.503

Cronbach’s AVE CR
alpha
0.907
0.908 0.666

0.844

0.845 0.525

0.757

0.761 0.515

0.915

0.919 0.791

0.936

0.937 0.833

0.813

0.810 0.518

0.882

0.882 0.654

0.67

Table 4: Convergent and discriminant validities and correlation coefficients
Construct
IP
UB
SO
PE
PS
PR
SR

© 2022 NSP
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CR
0.882
0.908
0.845
0.761
0.919
0.937
0.810

AVE
0.654
0.666
0.525
0.515
0.791
0.833
0.518

IP
0.809
-0.636
-0.149
-0.448
-0.609
-0.341
-0.592

UB

SO

PE

PS

PR

SR

0.816
0.285
0.525
0.708
0.552
0.785

0.725
0.385
0.450
0.122
0.449

0.718
0.611 0.889
0.324 0.448 0.912
0.539 0.718 0.663 0.720
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luxury goods, supporting H1 to H6. On the other
hand, religiosity (b=0.030, p>0.05), socioeconomic status
(b=0.017, p>0.05) and cultural background (b=-.063,
p>0.05) were not significant predictors of purchase
intention towards counterfeit products. Thus, hypotheses
H7 through to H9 were not supported by our results. The
estimated value of squared multiple correlations (R2=0.655)
reveals that the predictors in the developed model explained
65.5 percent of variance in the intention to purchase
counterfeit products.

5 Discussions
The current study investigated factors impacting
consumers’ intention to purchase counterfeit products in the
Arab Gulf. Importantly, the current study found that
consumers’ unethical beliefs and perceived risk have a
negative impact on the intention to purchase counterfeit
products; therefore, hypotheses H1, H3, H4, H5 and H6
were corroborated. Results of the current study are in
agreement with prior results on the negative impact of
consumers’ unethical beliefs on intention to purchase
counterfeit products (31; 32). Ethical consciousness is
likely to reduce consumers’ unethical decisions including
the intention to purchase counterfeit products (16). Since
Islam is the major religion in the Arab Gulf, it is expected
that those following and respecting Islamic principles are
likely to oppose deceiving others, and will emphasize the
fairness of any commercial dealing. These results concur
with those of (19) who asserted that, in Kuwait, ethical
consciousness negatively impacted consumers’ attitudes
towards buying counterfeit products. Ethical consumers are
more motivated to show positive and ethical behaviour,
especially ethical decision making, and avoid purchasing
counterfeit products.
With respect to the four risk components, this
study is one of the few studies that have investigated the
relationship between different kinds of risk and the
intention to purchase counterfeit products. In agreement
with (19), this study highlighted that consumers are less
likely to purchase counterfeit products if they perceive their
associated performance risk. Although counterfeit products
may not have the same functionality as the original
products and do not have any warranties (50), the current
study highlighted that consumers will not purchase them
unless they have a minimum level of quality. Counterfeit
products have poor quality, which discourages some
consumers from purchasing them.
The current study also confirmed that there is a
negative relationship between both psychological risk and
social risk and intention to purchase counterfeit products
(57; 8; 33). Consumers feel embarrassed, uncomfortable
and concerned with purchasing, owning and being seen in
public with a counterfeit product (57; 48). This is of
concern to Arab consumers, who score high on collectivism
and avoiding uncertainty (74). They feel worried about the
probability of being identified by other people as having
purchased counterfeit products. Consumers are not likely to
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purchase counterfeit products if they believe it is shameful
to be discovered by others (75). This would damage their
self-image and their desired social image. In addition, the
study also found that legal risk has a negative relationship
with consumers’ intention to purchase counterfeit products.
In the Arab Gulf, selling and buying counterfeit luxury
goods is common but illegally carried out through
unauthorized channels, such as online vendors. Sellers
usually do not announce their real identities as this would
be illegal and they might be arrested for infringement of
copyright law if they sell counterfeit products. In the United
Arab Emirates, for example, police have fined the buyers
and the sellers of counterfeit products (76).
On the other hand, the study confirmed a positive
impact of consumers’ social status on the intention to
purchase counterfeit products. This confirms prior studies
that consumers purchase counterfeit items to signal social
status and identity to others in their social circle (33; 77;
39; 37). Additionally, collectivism has been discussed as
one of the factors that positively influence consumers’
attitudes towards counterfeit products to create a social selfimage (13). Consumers in a collectivist culture prefer to
purchase branded products that convey affluence, wealth
and social class to associate themselves with the social
class above them. This is especially prevalent among
consumers in Arabic cultures where there is a great
emphasis on social class and power, as social status is very
important in these cultures.
Contrary to our prediction, the current study did
not find any relationship between demographical measures,
including
religiosity,
cultural
background
and
socioeconomic status, and the intention to purchase
counterfeit products. This is in contrast to prior studies that
showed a relationship between each of these demographical
measures and the intention to purchase counterfeit products.
This could be due to the homogeneity of our data, as most
of our participants were financially stable and moderately
religious, which is reflective of the characteristics of Arab
Gulf states. Such demographics are different from Western
countries, which have large variations in religiosity and
other demographical measures.

5.1 Limitations and Future Research
Our study has some limitations that could be taken
into account when considering future studies on
counterfeiting. The findings of this study were generated
from different cultural backgrounds within the Arab Gulf.
However, cultures of the Arab Gulf countries are
considered to be homogenous, and it would be important if
the same model was replicated in each country separately,
as well as including different cultures (collectivist versus
individualist cultures, or East versus West, for example), to
determine the potential moderating impact of consumers’
characteristics on intention to purchase counterfeit
products. This is concurrent with (78) who highlighted that
Koreans and Germans show different perceptions of
© 2022 NSP
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Hypo Predictor
thesis variable
H1
H2
H3
H4
H5
H6
H7
H8
H9

Table 5: Estimated path coefficients for the structural model
Dependent
Estimate SE
CR
P
Decision
variable

Consumers’
unethical beliefs
Social status
Performance
risk
Psychological
risk
Prosecution risk
Social risk
Religiosity

Consumers’
intention to
purchase
counterfeits
of luxury
brands

Socioeconomic
status
Cultural
background

-.291

.048

-6.016

0.001

Supported 65.5%

.220
-.141

.038
.051

5.818
-2.783

0.001
.005

Supported
Supported

-.146

.068

-2.150

.032

Supported

.150
-.302
.030

.044
.116
.062

3.410
-2.595
.474

0.001
.009
.635

.017

.051

.343

.732

-.063

.095

-.670

.503

Supported
Supported
Not
supported
Not
supported
Not
supported

counterfeit luxury goods. Korean consumers place more
emphasis on social status while German consumers are
more concerned with utility. Given the fact that Arab
consumers are collectivist consumers, it would be
interesting to test the model of the current study on samples
of individualist consumers.
In addition, the current study considered factors
underlying the purchase of counterfeit products in general.
Further studies could investigate the impact of unethical
beliefs, social status, perceived risk and consumer
characteristics on the intention to purchase counterfeit
products in different product categories (such as cameras,
handbags, cell phones and eyeglasses,). Bags, clothes, and
watches are among the top counterfeit products in the
market (79), and thus more research should be conducted
on each category separately. This would help in
determining the effect of product category on consumers’
intention to purchase counterfeit products.

6 Conclusion and Implications
The current study contributes to both academic
research and managerial practice, extending the current
concepts of counterfeiting. This research extends previous
literature
in explaining consumers’ intention to purchase counterfeit
products in the Arab Gulf, as it investigates counterfeit
consumption in different contexts (80; 13). Focusing

© 2022 NSP
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investigation upon the impact of these antecedents in the
Arab Gulf context has not been previously undertaken.
Successful understanding of counterfeiting in the Arab Gulf
may help to inspire better marketing strategies that
encourage consumers to minimize counterfeiting
consumption.
The results reveal a number of areas for future
research. Most governments attempt to minimize the
production and purchase of counterfeit products, due to
their impact on the economy (81). Based on the current
findings, a number of suggestions for managerial
implications are proposed. For example, the current study
highlighted that Arab and other consumers prefer to use
counterfeit products instead of originals as although both
provide them with a higher social status, counterfeit
products are cheaper. Consumers seek to associate
themselves with the image created by the counterfeit luxury
brands, thus benefiting from the impression of prestige
without paying the high prices for the originals. Therefore,
it is suggested that lowering the price of original products
may encourage people to purchase them, as having a small
price difference between counterfeit and original products
will discourage potential consumers from taking a risk in
purchasing counterfeit products.
In addition, given that counterfeiting was found to
be related to ethical behaviours and different kinds of risk
behaviour, managers should stress the importance of these
variables in promoting original brands. For example, future
anti-counterfeiting campaigns should stress not only the
aesthetic features of luxury products, but also their healthy
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and legal use, long-term durability, and other related
features. Furthermore, as indicated by the research findings,
marketing managers should continue to highlight the
psychological risks that consumers would face if they
purchase counterfeit products, such as the likelihood of
feeling embarrassed if they are discovered by their friends
and relatives. Emphasizing social and psychological risks
might be more pertinent for consumers in collectivist
cultures, such as the in Arab Gulf, who tend to be more
concerned about how others perceive them. Our results also
show that Arab consumers feel it is unethical when
purchasing counterfeit products. Anti-counterfeiting
campaigns should also stress the idea that consuming
counterfeit products is morally wrong. By doing so, it is
possible that consumers would be less likely to purchase
counterfeit products and would purchase original brands
instead. This is especially important as the research
findings highlighted that consumers’ demographics did not
have any significant impact on consumers’ purchase
intention of counterfeit products.
Conflict of interest
The authors declare that there is no conflict regarding the
publication of this paper.

References
[1] L. Jiang and V. Cova. Love for luxury, preference for
counterfeits – A qualitative study in counterfeit luxury
consumption in China. International Journal of Marketing
Studies 4, (2012).
[2] J. Kapferer and A. Michaut. Luxury counterfeit purchasing:
The collateral effect of luxury brands’ trading down policy.
Journal of Brand Strategy, 3., 59–70 (2014).
[3] S. Khan, S., A. Fazili & I. Bashir. Counterfeit luxury
consumption: A review and research agenda. Journal of
Consumer Behaviour, 20., 337-367(2020).
[4] Y. Elsantil & E. Abo Hamza. A Review of Internal and
External Factors Underlying the Purchase of Counterfeit
Products. Academy of Strategic Management Journal, 20.,113 (2021).
[5] K. Wong, H. Chang, and C. Yeh. The effects of consumption
values and relational benefits on smartphone brand
switching behavior. Information Technology & People, 32.,
217–43(2019).
[6] D. Chen, W. Qu, Y. Xiang, J. Zhao, and G. Shen. People of
lower social status are more sensitive to hedonic product
information –Electrophysiological evidence from an ERP
study. Frontiers in Human Neuroscience, 13., 147 (2019)
[7] D. Truong and E. Wolters. Recognition and management of
Parkinson’s disease during the premotor (prodromal) phase.
Expert Review of Neurotherapeutics, 9., (2009).
[8] J. Pueschel, C. Chamaret and B. Parguel. Coping with copies:
The influence of risk perceptions in luxury counterfeit
consumption in GCC countries. Journal of Business
Research, 77., 184–94 (2017).

609

[9] T. Ahmed. Countering counterfeit branding: Implications for
public-sector marketing. Journal of Non-profit and Public
Sector Marketing, 28., 273–86 (2016).
[10] S. Dixit, A. Badgaiyan, and A. Khare. An integrated model
for predicting consumer’s intention to write online reviews.
Journal of Retailing and Consumer Services, 46.,112–20
(2019).
[11] Y. Elsantil, A. Moustafa & E. Abo Hamza. Negative
purchase experiences: Model and future directions.
International Journal of Management, 12., 254-266 (2021).
[12] B. Hernandez-Ortega. Not so positive, please! Effects of
online consumer reviews on evaluations during the decisionmaking process. Internet Research, 29., 606-637 (2019).
[13] M. Perez, R. Castano, and C. Quintanilla. Constructing
identity through the consumption of counterfeit luxury
goods. Qualitative Market Research: An International
Journal, 13., 219–35 (2010).
[14] P. Penz, P and B. Stottinger. A comparison of the emotional
and motivational aspects in the purchase of luxury products
versus counterfeits. Journal of Brand Management, 19.,
581–94 (2012).
[15] K. Nagar and V. Singh. Modelling the effects of materialism,
Ethics and variety-seeking behaviour on counterfeit
consumption of young consumers. Global Business Review,
1–14 (2019).
[16] F. Quoquab, S. Pahlevan, J. Mohammad, and R. Thurasamy.
Factors affecting consumers’ intention to purchase
counterfeit product: Empirical study in the Malaysian
market. Asia Pacific Journal of Marketing and Logistics,
29., 837–53 (2017).
[17] N. Souiden, R. Ladhari, and A. Amri. Is buying counterfeit
sinful? Investigation of consumers’ attitudes and purchase
intentions of counterfeit products in a Muslim country.
International Journal of Consumer Studies, 42., 687–703
(2017).
[18] C. Fernandes. Analysis of counterfeit fashion purchase
behaviour in UAE. Journal of Fashion Marketing and
Management, 17., 85–97 (2013).
[19] H. Riquelme, E. Abbas and R. Rios. Intention to purchase
fake products in an Islamic country. Education, Business
and Society: Contemporary Middle Eastern Issues, 5., 6–22
(2012).
[20] K. Wilcox, H. Kim, and S. Sen. Why do consumers buy
counterfeit luxury brands? Journal of Marketing Research,
46., 247–59 (2009).
[21] K. Koay. Understanding consumers’ purchase intention
towards counterfeit luxury goods: An integrated model of
neutralisation techniques and perceived risk theory. Asia
Pacific Journal of Marketing and Logistics, 30., 495–516
(2018)
[22] M. Eisend and P. Schuchert-Güler. Explaining counterfeit
purchases: A review and preview. Academy of Marketing
Science Review, 12., 1–25 (2006).
[23] J. Chen, L. Teng, and Y. Liao. Counterfeit luxuries: Does
moral reasoning strategy influence consumers’ pursuit of
counterfeits? Journal of Business Ethics, 151., 249–264
© 2022 NSP
Natural Sciences Publishing Cor.

610

Y. Elsantil, K. Bedair: Intention to Purchase Counterfeit Product…

(2018).
[24] P. Sharma and R. Chan. Demystifying deliberate counterfeit
purchase behavior: Towards a unified conceptual
framework. Marketing Intelligence & Planning, 34., (2016).
[25] M. Boguszewicz-Kreft, S. Kuczamer-Klopotowska, A.
Kozlowski, A. Ayci, and M. Abuhashesh. The theory of
planned behaviour in medical tourism: International
comparison in the young consumer segment. International
Journal of Environmental Research and Public Health, 17.,
(2020).
[26] X. Xu, S. Wang, and Y. Yu. Consumer’s intention to
purchase green furniture: Do health consciousness and
environmental awareness matter? Science of the Total
Environment, 704., (2020)
[27] Q. Ye, M. A. Anwar, R. Zhou, F. Asmi, and I. Ahmad.
China’s green future and household solid waste: Challenges
and prospects. Waste Management, 105., 328–38 (2020).
[28] M. Amar, D. Ariely, Z. Carmon, and H. Yang. How
counterfeits infect genuine products: The role of moral
disgust. Journal of Consumer Psychology, 28., 329–43
(2018).
[28] Y. Wang and Y. Song. Counterfeiting: friend or foe of luxury
brands? An examination of Chinese consumers’ attitudes
toward counterfeit luxury brands. Journal of Global
Marketing, 26., 173–87 (2013).
[29] U. Orth, S. Hoffmann, and K. Nickel. Moral decoupling feels
good and makes buying counterfeits easy. Journal of
Business Research, 98., 117–25 (2019).
[30] K. Kwong, W. Yu, J. W. K. Leung, and Wang, K. Attitude
toward counterfeits and ethnic groups: Comparing Chinese
and Western consumers purchasing counterfeits. Journal of
Euromarketing, 18., 157–68 (2009).
[31] V. Swami, T. Chamorro-Premuzic, and A. Furnham. Faking
it – personality and individual difference predictors of
willingness to buy counterfeit goods. Journal of SocioEconomics, 38., 820–25 (2009).
[32]N. Amaral and B. Loken. Viewing usage of counterfeit luxury
goods: social identity and social hierarchy effects on
dilution and enhancement of genuine luxury brands. Journal
of Consumer Psychology, 26., 483–95 (2016).
[33] E. Higgins. Self-discrepancy: a theory relating self and affect.
Psychological Review, 94., 319–40 (1987).
[34] C. Cannon and D. Rucker. The dark side of luxury: Social
costs of luxury consumption. Personality and Social
Psychology Bulletin, 45., 767-779 (2018).
[35] G. Pino, C. Amatulli, A. M. Peluso, R. Nataraajan, and G.
Guido. Brand prominence and social status in luxury
consumption: A comparison of emerging and mature
markets. Journal of Retailing and Consumer Services,
46.,163–72 (2019).
[36] P. Purwanto, L. Margiati, K. Kuswandi, and B. Prasetyo.
Consumer motives for purchasing counterfeit luxury
products: Behind the status signalling behaviour using brand
prominence. Business: Theory and Practice, 20., 208–15
(2019).

© 2022 NSP
Natural Sciences Publishing Cor.

[37] A. Malik, Merunka, M. Akram, B. Barnes & A. Chen. Selfconcept, individual characteristics, and counterfeit
consumption: Evidence from an emerging market.
Psychology & Marketing, 37., 1378-1395 (2020).
[38] I. Phau, M. Sequeira & S. Dix. Consumers' willingness to
knowingly purchase counterfeit products. Direct Marketing:
An International Journal, 3., 262- 281 (2009).
[39] M. Husnain and M. Akhtar. Impact of lifestyle on brand
preferences (genuine versus counterfeits smartphones).
Journal of Business Administration Research, 4., 30–39
(2015).
[40] S. Quach and P. Thaichon. Dark motives‐counterfeit selling
framework: An investigate on the supply side of the
non‐deceptive market. Marketing Intelligence & Planning,
36., 245–59 (2018).
[41] S. Khan and A. Fazili. Does the need for social status among
price conscious consumers induces consumption of
counterfeit luxury brands? Journal of Business and
Management, 25., 43–70 (2019).
[42] M. Eisend, P. Hartmann and V.Apaolaza. Who buys
counterfeit luxury brands? A meta-analytic synthesis of
consumers in developing and developed markets. Journal of
International Marketing, 25., 89–111 (2017).
[43] V. Mitchell. Understanding consumers’ behaviour: Can
perceived risk theory help? Management Decision, 30., 26–
31(1992).
[44] X. Bian, K. Wang, A. Smith, and N. Yannopoulou. New
insights into unethical counterfeit consumption. Journal of
Business Research, 69., 4249–58 (2016).
[45] I. Miyamoto, T. Holzer, and S. Sarkani. Why a counterfeit
risk avoidance strategy fails. Computers & Security, 66.,
81–96 (2017).
[46] F. Tang & V. Tian & J. Zaichkowsky. Understanding
counterfeit consumption. Asia Pacific Journal of Marketing
and Logistics, 26., 4-20. (2014).
[47] C. Viot, A. Le Roux, and F. Kremer. Attitude towards the
purchase of counterfeits: Antecedents and effect on intention
to purchase. Recherche et Applications en Marketing, 29.,
3–31(2014).
[48] Q. Wu & S. Zhao. Determinants of Consumers’ Willingness
to Buy Counterfeit Luxury Products: An Empirical Test of
Linear and Inverted U-Shaped Relationship. Sustainability,
13., 1194 (2021).
[49] M. Ting, Y. Goh and S. Isa. Determining consumer purchase
intentions toward counterfeit luxury goods in Malaysia. Asia
Pacific Management Review, 21., 219-230 (2016).
[50] S. Ha and S. Lennon. Purchase intent for fashion counterfeit
products: Ethical ideologies, ethical judgments, and
perceived risks. International Textile and Apparel
Association, 24., 297–315 (2006).
[51] C. Turkyilmaz and A. Uslu. The role of individual on
consumers’ counterfeit purchasing intentions: Research in
fashion industry. Journal of Management, Marketing and
Logistics, 1., 259-275 (2014).
[52] A. Davidson, M. Nepomuceno and M. Laroche. Shame on

Inf. Sci. Lett. 11, No. 2, 601- 611 (2022) /http://www.naturalspublishing.com/Journals.asp
you: When materialism leads to purchase intentions toward
counterfeit products. Journal of Business Ethics, 155., 479–
94 (2019).
[53] N. Tunçel. Willingness to purchase counterfeit luxury brands:
A cross-cultural comparison. International Journal of
Consumer Studies, 1-20 (2021).
[54] R. Sinha and N. Mandel. Preventing digital music piracy: The
carrot or the stick? Journal of Marketing, 72.,1–15 (2008).
[55] L. Martinez, and D. Jaeger. Ethical decision making in
counterfeit purchase situations: the influence of moral
awareness and moral emotions on moral judgment and
purchase intentions. Journal of Consumer Marketing, 33.,
213–23 (2016).

611

Journal of Consumer Marketing, 18., 219–35 (2001).
[69] J. Arbuckle. SPSS Amos 23.0 User’s Guide. Chicago: IBM,
(2014).
[70] J. Anderson and D. Gerbing. Structural equation modeling in
practice: a review and recommended two-step approach.
Psychological Bulletin, 103., 411–23 (1988).
[71] J. Hair, G. Hult, C. Ringle and M. Sarstedt. A primer on
partial least squares structural equation modeling. 2nd ed.
Thousand Oaks, CA: Sage (2017).
[72] J. Hair, W. Black, B. Babin and R. Anderson. Multivariate
data analysis. 7th ed. Upper Saddle River, New Jersey:
Prentice Hall, (2010).

[56] C. Liao, H. Lin and Y. Liu. Predicting the use of pirated
software: a contingency model integrating perceived risk
with the theory of planned behaviour. Journal of Business
Ethics, 91., 237–252 (2010).

[73] J. Hair, M. Sarstedt, L. Matthews, and C. Ringle. Identifying
and treating unobserved heterogeneity with FIMIX-PLS:
part I – method. European Business Review, 28., 63–76
(2016).

[57] W. Chiu and H. Leng. Is that a Nike? The purchase of
counterfeit sporting goods through the lens of the theory of
planned behavior. Sport Management International Journal,
11., 79-94 (2015).

[74] G. Hofstede. Culture’s consequences: Comparing values,
behaviors, institutions and organizations across nations (2nd
ed.). Thousand Oaks, CA: Sage Publications, (2001).

[58] S. Pratt and C. Zeng. The economic value and determinants
of tourists’ counterfeit purchases: The case of Hong Kong.
Tourism Economics, 26., 155-178 (2019).
[59] A. Yaakop, H. Hafeez, M. Faisal, M. Munir & M. Ali. Impact
of religiosity on purchase intentions towards counterfeit
products: investigating the mediating role of attitude and
moderating role of hedonic benefits. Heliyon, 7., (2021).
[60] R. Casidy, I. Phau, and M. Lwin. Religiosity and digital
piracy: An empirical examination. Services Marketing
Quarterly, 37., 1–13 (2016).
[61] J. Kidwell, R. Stevens, and A. Bethke. Differences in ethical
perceptions between male and female managers: Myth or
reality? Journal of Business Ethics, 6., 489–93 (1987).
[62] S. Hunt, and S. Vitell. The general theory of marketing
ethics: A retrospective and revision. In Ethics in marketing,
ed. S. N. Craig and A. Q. John. Homewood, IL: Irwin Inc,
775–84, (1993).
[63] J. Xiao, C. Li and L. Peng. Cross-cultural effects of selfdiscrepancy on the consumption of counterfeit branded
luxuries. Asia Pacific Journal of Marketing and Logistics,
30., 972–87 (2018).
[64] W. Cheung and G. Prendergast. Exploring the materialism
and conformity motivations of Chinese pirated product
buyers. Journal of International Consumer Marketing, 18.,
8–31 (2006).

[75] R. Herstein, N. Drori, R. Berger, and B. BarnesAnti
counterfeiting strategies and their influence on attitudes of
different counterfeit consumer types. Psychology and
Marketing, 32., 842–59 (2015).
[76] N. Al Ramahi. Make it a crime to buy fake goods, police say.
Accessed from https://www.thenational.ae/make-it-a-crimeto-buy-fake-goods-police-say-1.30047. (2017).
[77] T. Mavlanova & R. Benbunan-Fich. Counterfeit Products on
the Internet: The Role of Seller-Level and Product-Level
Information. International Journal of Electronic Commerce,
15., 79-104 (2010).
[78] N. Hennigs, K. Wiedmann, C. Klarmann, S. Behrens, J. Jung,
& C. Hwang. When the original is beyond reach: consumer
perception and demand for counterfeit luxury goods in
Germany and South Korea. Luxury Research Journal, 1.,
58–75 (2015).
[79] M. Varela, P. Lopes & R. Mendes. Luxury brand
consumption and counterfeiting: A case study of the
Portuguese market. Business Perspectives, 17., 45-55
(2021).
[80] J. Kapferer and G. Laurent. Where do consumers think
luxury begins? A study of perceived minimum price for 21
luxury goods in 7 countries. Journal of Business Research,
69., 332–40 (2016).
[81] A. Ghadge, A. Duck, M. Er & N. Caldwell. Deceptive
counterfeit risk in global supply chains. Supply Chain
Forum: An International Journal, 22., 87-99 (2021).

[65] W. Lassar, B. Mittal, and A. Sharma. Measuring customerbased brand equity. Journal of Consumer Marketing, 12.,
11–19 (1995).
[66] J. Eastman, R. Goldsmith and L. Flynn. Status consumption
in consumer
[67] behavior: Scale development and validation. Journal of
Marketing: Theory and Practice, 7., 41–52 (1999).
[68] S. Ang, P. Cheng, E. Lim and S. Tambyah. Spot the
difference: Consumer responses towards counterfeits.
© 2022 NSP
Natural Sciences Publishing Cor.

